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CONFESSIONS OF A MOVIE-FAN: INTROSPECTION INTO THE EXPERIENTIAL CONSUMPTION OF “PRIDE & PREJUDICE”

A good old-fashioned story of guilt, poverty, love, madness and free video club membership.
(The Fisher King, TriStar Pictures 1991)

ABSTRACT
Although the film industry is one of the world’s biggest industries for nearly a century and plays an essential role in the popular culture of many societies, marketing and consumer research literature has only recently started to pay attention to the consumption of movies. This is the more unfortunate, as movie consumption has never been so popular worldwide as in the last decade with a number of industries from merchandising to glossy tabloid magazines satisfying the ongoing interest in the glamour of stars and celebrities (Brown 2005; d’Astous 1999). However, while some consumer researchers inquired how the semiotics of movie narratives reflect a society’s underlying myths and culture (Hirschman 2000a, 1993, 1987) or how the depicted forms of consumption carry the movie’s narrative (Holbrook and Grayson 1986), most marketing research was purely interested in the traditional economic dimensions of movie consumption. Thus, the investigation narrowly focused on a movie’s box office performance or on the sales and rental of DVDs and videos in specific target markets (Hennig-Thurau, Walsh and Bode 2004). In doing so, movie consumption is reduced to the purchase of individual tangible “media formats” (i.e. cinema, VHS, VCD or DVD) rather than the intangible movie brand itself. This scant attention directed at movie consumption might result from the fact that in contrast to conventional manufacturing and service brands, movies are composite artistic brands that reflect a very complex web of various other brands.

Indeed, the participating actors and actresses, director, composer, producers, the scriptwriters, editors and director of photography are all individual brands in the public domain (Schroeder 2005; Levin, Levin and Heath 1997) that create the movie together as a composite artistic brand in its own right. If the movie is the screen version of a novel, then the artistic brand is even a sub-brand of another artistic brand (Brown 2005). The style, image and success of the movie in return influences each participant’s personal brand image and value in the public and media (d’Astous 1999). An even more troubling factor for marketing researchers seems to be that the consumption of movies is a holistic experience, in which the acquisition of the particular media format only plays a minor, unimportant role for the consumer. Indeed, it is the individual and social context of the consumption situation and the use of intertextuality, by which consumers interconnect their personal lives with the textuality of the movie and/or actor brands (Hirschman 2000b), during the actual usage that turns movie consumption into such a unique, holistic lived experience for the individual. Due to the subsequent lack of attention towards the consumption of movies as a holistic experience for an ordinary consumer and its contribution to his/her subjectively experienced quality of life, a significant gap in the literature has arisen. 

To close this knowledge gap, the current research is aimed at providing an understanding of a consumer’s holistic lived experience of movie consumption from an existential-phenomenological perspective. By using Holbrook’s (1995, 1987, 1986) subjective personal introspection method, this study is exploring the researcher’s own lived experience of consuming the recently released movie “Pride & Prejudice”. In doing so, the research uncovers the consumption of “Pride & Prejudice” as a holistic experience, which addresses all facets from the movie and its components (actors/actresses, cinematography, narrative, truthfulness to literary original) to the social consumption context to the individual enjoyment to the acquisition of relevant services and products. Finally, the consumer use of intertextuality and archetypes to connect the consumption of “Pride & Prejudice” to the researcher’s personal life experience is discussed.
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